Introduction
E-commerce is selling of goods and services via electronic media to facilitate exchange of detailed information between buyers and sellers. Online shopping has become an integral part of business. Online shopping refers to the shopping behavior of consumer in an online store or a website used for online purchasing purpose ( Monsuwe et al. 2004 ).
The Indian e-commerce market is estimated to be Rs. 50,000 crore, witnessing a rapid growth rate and has increased by 500% since 2007. With the advent of 21 st century, the world has entered in an "e-generation" era. Internet technologies have revolutionized communication across the world and transformed the world into a global village. According to internet world stats India stood at the 3 rd rank with 137 million users till June 30, 2012 (source: www.internet worldstats.com).
A large body of research is available on the online shopping in the world. However, there is still a need for closer examination on the online shopping as it is still at the early stage of development in India, little is known about consumers' attitude towards adopting this new shopping channel and factors that influence their attitude( Aque, Sadeghzadeh, & Khatibi, 2006). The consumers' attitude towards online shopping is known as the main factors that affects e-shopping potential (Shwu-Ing, 2003) . Therefore, understanding consumer attitudes towards e-shopping helps marketing managers to foresee the e-shopping rate and assess the future expansion of online commerce.
In this paper extended technology acceptance model (TAM Davis, 1989 ) is used to understand the variables that affect online shopping. Technology acceptance model is a foundation for examination of customers approval of online shopping (Stoel and Ha, 2009 ). Perceived ease of use (PEOU) and perceived usefulness (PU) are the two external variables of TAM (Davis , 1989) .In this paper technology acceptance model is extended by accumulating perceived enjoyment (PE) and Perceived risk(PR) as a 3 rd and 4 th external variables that affects online shopping intention.
Perceived usefulness is the perception of an individual that usage of new system will help her /him to achieve gains in their work performance. Perceived ease of use is the perception of an individual that it requires no cost or effort in the adoption of new system or technology. Perceived enjoyment is the individual perception that by adopting new system or technology he/she will have pleasure. Perceived risk is that level of risk a consumer believes exists regarding the purchase of a specific product from a specific retailer, whether or not that belief is actually correct. This paper reveals that PE, PU, PEOU and PR significantly affect online shopping behavior of consumers.
II. Literature Review
A review of the related research work shows that the theory of Technology Acceptance Model (TAM) (Davis, 1989 ) is among the most popular theory used to explain online shopping behavior. Therefore, the theoretical framework of this study is based on this theory. The classic Theory of Technology Acceptance Model (TAM) has been extensively adopted for explaining and predicting user behavior in an online shopping environment. The TAM posits that actual system use is determined by users' behavioral intention to use, which is, in turn, influenced by their attitude toward usage. Attitude is directly affected by users' belief about a system, which consists of perceived usefulness and ease of use (Davis 1986 ).In construction/development of the TAM, perceived usefulness and perceived ease of use reflect the utilitarian aspects of online shopping, while perceived enjoyment reflects the hedonic aspects of online shopping. Past research shows that perceived usefulness and perceived ease of use reflect utilitarian aspects of online shopping, whereas perceived enjoyment reflects hedonic aspects of online shopping (Monsuwe et al., 2004) .Based on technology acceptance model, (An and Wang, 2007) built a comprehensive conceptual model of online shopping intention, which comprised external variable and intervene variable. The former includes consumer personality, perception of website characteristics and perception of online retailer feature, while the latter includes perceived usefulness, perceived ease and credibility. Both external variable and intervene variable have significant effect on consumer intention of online shopping. These studies are mainly about consumer behavior on online shopping ( Menon and Online Shopping Online shopping is the consumers shopping behavior to shop online. The people who find it easy to use, useful and enjoyable can accept online shopping. Technology acceptance model is used to understand the variables that affect online shopping. These variables are perceived risk, perceived usefulness, perceived ease of use and perceived enjoyment. These variables and their effects on online shopping are explained as follows:
Perceived risk
Perceived risk can be defined as the subjective belief of consumer suffering a loss in search of a desired outcome. It has stronger correlation with willingness to shop online than convenience (Zhou et 
Perceived enjoyment
Consumers who are hedonist have experiential shopping behavior. Hedonists not only gather information to shop online but also seek fun, excitement, arousal, joy, festive, escapism, fantasy, adventure, etc. (Monsuwe et al., 2004) . These experiential shoppers want to be immersed in the experience rather than to achieve their goals by shopping online (Wolfinbarger and Gilly, 2001 ) and their perceived experiences also depend on the medium characteristics that induce enjoyable experiences (Sorce etal., 2005).The degree of interactivity that a Web site offers is a strong factor in support of establishing this relationship, because experiential shoppers usually find more enjoyment in interactive environments than in pure text environments (Childers et al., 2001) .
Enjoyment in shopping can be two-fold: enjoyment from the product purchased as well as the process of shopping itself. Online shopping like in-store shopping, provided both types of enjoyment and such enjoyment can positively or negatively influence online shopping (Eastlick & Liu, 1997; Forsythe & Bailey, 1996; Kunz, 1997; Taylor & Cosenza, 1999).
Childers et al (2001) concluded that "enjoyment" results from the fun and playfulness of the online shopping experience, rather than from shopping task completion. The purchase of goods may be incidental to the experience of online shopping. Thus, "enjoyment" reflects consumers' perceptions regarding the potential entertainment of internet shopping found "enjoyment" to be a consistent and strong predictor of attitude toward online shopping ( Menon and Kahn, 2002; Mathwick et al., (2001) says that if consumers enjoy their online shopping experience, they have a more positive attitude toward online shopping, and are likely to adopt the Internet as a shopping medium. In our framework, we identify three latent dimensions of "enjoyment" construct, including "escapism", "pleasure", and "arousal". "Escapism" is reflected in the enjoyment that comes from engaging in activities that are absorbing, to the point of offering an escape from the demands of the day-to-day world. "Pleasure" is the extent to which a person feels good, joyful, happy, or satisfied in online shopping.
Perceived ease of use:
Davis (1989), defined Perceived Ease of Use (PEOU) as the degree to which a person believes that using a particular system would be free from effort. Ease of use can also be defined as a person's perception that using the new technology will be free from effort (Davis, 1989 (Davis, , 1993 
Perceived usefulness
In perspective of e-shopping, perceived usefulness is customers' perception that by shopping online his or her performance will be enhanced. Perceived usefulness (PUSF) is considered as the utilitarian factor that affects online shopping (Davis, 1989) . According to TAM (Davis, 1989 ) customers tend to use that online website which significantly affects their performance. According to Zhou et al. (2007) it's the customer's probability that shopping online would increase his/her efficiency and this positively affect the entire purchase process. Bhattacherjee, (2001) says that customer prefer to acquire a product when such usage is perceived to be useful.
Objective Of The Study 1. To know the demographic profile of the customers and its impact if any on the online buying. 2. To determine the factors affecting the perception of Indian online buyers.
III. Materials And Model
In this study, the research model ( Figure 1 ) that was adhered to examine the factors affecting online shopping contains constructs that have demonstrated literature support, and is based on a body of research done in this area in different countries, particularly online shopping on end-user perspective.
Figure-1. Proposed Research Model

Research Model
The schematic diagram of the research model above shows the relationship between the dependent and independent variables. Attitude toward online shopping is the dependent variable in this research. The dependent variable is analyzed in order to find out the answers or solution to the problem. Meanwhile, the independent variables in this research are perceived risk, perceived enjoyment, perceived usefulness and perceived ease of use. The independent variables are believed to be the variables that influence the dependent variable (attitude toward online shopping) in either a positive or a negative way.
Hypothesis
The following hypotheses were developed from the proposed research model:
H1:
There is a significant relationship between perceived risk and attitude toward online shopping. H1a: There is no significant relationship between perceived risk and attitude toward online shopping H2: There is a significant relationship between perceived enjoyment and attitude toward online shopping H2a: There is no significant relationship between perceived enjoyment and attitude toward online shopping H3: There is a significant relationship between perceived ease of use and attitude toward online shopping H3a: There is no significant relationship between perceived ease of use and attitude toward online shopping H4: There is a significant relationship between perceived usefulness and attitude toward online shopping. H4a: There is no significant relationship between perceived usefulness and attitude toward online shopping.
IV.
Research Methodology POPULATION AND SAMPLE: Researchers like (Davis, Monsuwe, Dellaert, Ruyter , Stoel )explored that the youth are the main buyers who use the internet to buy the products online. So, as the universe of this study, the researchers considered higher education students in Delhi who used the internet for different purposes and who are above the age of 18 years. The current study utilizes a non-probability sampling techniques that is convenience sampling. In this study, the researchers collected the primary data through distribution of survey questionnaires. The researchers developed a self-structured questionnaire to collect the required primary data. The principal component analysis was conducted with 100 respondents. Apart from that demographic information, respondents were asked to rate their opinion according to five point Likert rating scale, with rating five being "Strongly Agree" and one being "Strongly Disagree". The collected data was analyzed with the help of Statistical Package for Social Science (SPSS 17.0). Factor analysis is the basic tool that has been considered for data analysis.
Development Of The Instrument
The data for the study was gathered through a structured questionnaire. All variables were operationalized using the literature on online shopping The first part of the questionnaire included questions concerning Demographic profile of the respondents. The second part consisted of questions measuring variables that may affect online shopping behavior of individuals.. All the questions/variables utilized a Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree) 
Data Analysis
V. Data Analysis And Results
 Demographic characteristics
The table 2 exhibits the demographic traits associated with the respondents considered for the purpose of this study. Frequency distribution profiles of respondents showed that 52.5%.percent of the respondents were male while 47.5% of the remaining respondents were female. The majority of the respondents (84%) fall in the age group between 18-29 years. A majority of respondents (76%) were single and 69% of the respondents had no income, but received pocket money. A maximum of 64% of the respondents were pursing their graduation degrees 17.5% post graduation degrees and only 11% were pursing professional degrees.
 Results
Consumer expectations and perception towards online shopping were examined in terms of perceived risk, perceived usefulness, perceived enjoyment and perceived ease of use. Factor analysis using SPSS for windows was conducted in order to identify the factors that affect the online shopping behavior of consumers. Factors were identified using the Eigen value criteria that suggests extracting factors with an Eigen value of greater than 1.0 Principal Component Analysis and Varimax Rotation was considered for obtaining a component matrix. For confirming the adequacy and sphericity of the data set, Kaiser-Meyer-Olkin (KMO) and Bartlett's test values were also obtained. As seen from table, the KMO MEASURE of sampling adequacy score is .950, well above the recommended 0.5 level. Kaiser|(1974) recommended that to accept the KMO values of >0.5 , a researcher should ensure the generation of reliable factors. Further, Bartlett's Test of sphericity exhibited significance value of less than 0.05(.000), thereby ensuring the appropriateness of factor analysis for this research work. The table 4 has exhibited the four factors extracted by factor analysis. Each factor has been defined by at least 5 variables, and all the extracted communalities after rotation are more than 0.5, ensuring the appropriateness of factor analysis for this work. With regard to the result reported in table 3, factor 1 loaded with the 12 variables. As seen from the table 4, all these variables relate to risks associated with online shopping. As shown in the above table, out of the four factors, the factor Perceived Risk got the highest overall mean score (40.84), the factor Perceived usefulness received the second highest overall mean score i.e. 24.51, the factor perceived enjoyment received a third highest overall mean score of 17.81and the factor Perceived ease of use got the least overall mean score i.e. 17.74
VI. Conclusion
The large numbers of studies have been conducted by various research scholars and academicians nationally and across the globe, exploring the factors that may affect online buying behavior of various consumers. This research work is an attempt to explore the factors that may affect the attitude of consumers in Delhi towards online shopping. The study was conducted by drawing a sample of 160 respondents pursuing higher education, professionals and employed through kwiksurvey.com and with various institutions among March 2014 to May 2014. Relying on existing literature; variables were considered and offered to respondents in form of a closed ended questionnaire to mark their responses on a five point Likert scale. The collected data was analyzed with the help of statistical package for social science (SPSS17). The results revealed four important factors viz. perceived risk, perceived enjoyment, perceived ease of use and perceived usefulness to be affecting the online shopping behavior of consumers in Delhi. As per the data collected and analyzed through SPSS17 it is clear that the hypothesis 1 has been accepted i.e. There is a significant relationship between perceived risk and attitude toward online shopping and the remaining three hypothesis have been rejected i.e. there is no significant relationship between online shopping and perceived enjoyment, perceived ease of use and perceived usefulness. Out of four, Perceived Risk is the most significant factor that may affect online shopping behavior of consumers in Delhi. Perceived risk indicates the lack of trust among consumers and many other reasons like that of chance of being cheated, inferior quality of products, non returnable policy etc.
Limitations Of The Study
Although the objective of the study is met, but still there are some limitations of the present study.  Firstly, the study conducted is limited to online consumers of Delhi.  Secondly, the numbers of variables selected for the present study are few in number.  Finally, the results are subject to common limitation of accuracy of response.
VII. Scope For Future Research Work
The present study is based on limited number of variables which affects the consumer behavior to shop online. Therefore researchers can use different variables such as website design, reliability, internet traits, attitudinal traits etc to explore consumer behavior towards online shopping. Further, studies can be conducted by taking into account larger geographical area i.e. respondents from different states of India. Further researchers can also conduct research to examine consumers' intention to shop online with special reference to product categories and brands. 
